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ABSTRACT

The study of the influence of marketing variables on repurchase intention of Korean
Barbecue Restaurant Business Brand Sukishi Buffet in Chonburi Province aimed to survey and
analyze the influence of brand image, brand trust, brand love, brand experience, brand
loyalty, brand advocacy on repurchase intention of purchasers by collecting data from 400
samples who used to purchase the food at the Sukishi restaurant. The statistics used to
describe the collected data were frequency, percentage, mean, standard deviation and
Multiple Regression Analysis to test hypothesis. The findings revealed that brand image,
brand trust and brand experience did not influence the repurchase intention of consumers
of Sukishi Buffet restaurant in Chonburi province, but brand love, brand loyalty, brand
advocacy influenced repurchase intention of consumers of Sukishi Buffet restaurant in

Chonburi province.
KEYWORDS: Repurchase intention, Brand_love, Brand loyalty
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